The use of live animals as a communications tool has been seen in thousands of commercials, many of which have received international attention through online channels. As the Internet becomes a prevalent sharing platform, the reactions from viewers can be better understood with quantifiable metrics. A new perspective on why live animals are used in advertising is given, with consideration of three branches of study. These include (1) the role of animals in advertising, (2) the role of animals in human's everyday life, and (3) the development of brand engagement. The 2015 Super Bowl commercial line-up is looked at, and Budweiser's Lost Dog commercial is closely examined. Lost Dog is presented as an exemplary case demonstrating how these three branches work together to create successful engagement with consumers.
Introduction
Animals have been featured in different advertisements for decades doing anything from talking, to walking, to interacting with an owner, to simply appearing in the background. Animals can be found in television commercials all over the world and have the ability to excite and encourage brand engagement from consumers. I consider not just the role animals' play in mass media advertising, but also the role they play in human's every day lives. Since animals are prevalent in all forms of human communication, and increasingly used in advertising, I aim to better understand what kind of responses and outcomes marketers can achieve when utilizing them as a communications tool. Consequently, my research attempts to answer the question how does the use of animals in advertising influence consumer brand engagement?
Advertising utilizes the human-animal relationship in order to leverage different associations with brands. The history and strength this relationship has, even from a basic human biological standpoint, allows for a much deeper connection to occur between the consumer and brand. This in turn, enhances consumer's brand engagement.
In this paper, the term brand engagement follows the definition offered by Bobby J. Calder and Edward C. Malthouse as can be found in the literature review on page 8. This definition states brand engagement as any experience beyond other easily forgotten experiences. This could mean sharing a post on Facebook, talking about an advertisement to a friend because it was funny, or simply thinking about it again later after viewing it. Brand engagement does not have to be a significant, life-changing experience, but it does go beyond basic brand awareness. In the larger context of the advertising field, this type of involvement moves viewers from stage-to-stage of Braunwart 5 the Awareness -Interest -Desire -Action (AIDA) model. The topic of this paper focuses on animals as a communications tool, which could be considered as a tool to move viewers from the awareness stage to the interest stage.
The following section offers a review of literature within the three areas of study considered.
This review reveals why animals are such powerful tools for evoking emotional reactions from people, and why utilizing them in advertising is effective in developing brand engagement.
Literature Review
The human-animal relationship has been illustrated in the media for hundreds of years, yet has very little discussion of how or why it is utilized within the advertising industry. In preparation of researching this topic, three areas became important to the discussion: the role of animals in advertising, the role of animals in everyday human life, and the development of brand engagement. These three topics present a gap in research where a relationship exists but has yet to be articulated. The use of live animals in advertising continues to grow (Christian) . I argue this is because humans subconsciously bond with animals. This subconscious relationship is triggered when people see live animals in the media, and in turn leads the consumer through a primarily affective, and secondarily, cognitive information process. The following is a literature review of different scholarship examining these three categories. When linked together, these areas of study form a synthesis, which begins to explain how and why animals are used in advertising. (2) dogs and cats are the most used in pet supply commercials. These conclusions made from hundreds of analyses show great promise, but still fail to answer the question of why these animals are used in such ways (other than just satisfying the need to associate a brand)? The next sensible questions would be why do we like these animals enough to use them in the mass media? And why do they seem to have such a strong affect on how we, consumers, interpret or engage with the brand?
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Role of Animals in Advertising
Role of Animals in Everyday Human Life
In Why Do We Like or Dislike Animals?, written by Social Spatial Analyst Maarten Jacobs, lies a discussion about the complex feelings and emotions humans experience from animals. Jacobs argues that Emotional Theory can generally explain this emotional connection. Phylogenesis (biological development), Sociogenesis (cultural development), and Ontogenesis (individual development) each influence the ways in which humans react emotionally to animals. What Jacobs does particularly well in his discussion is reviewing the concept of the "unconscious human mind" and how we are biologically wired to react certain ways in relation to animals. Our genetic make up comes from these creatures, which makes many of our bodily reactions recognizable from species to species. Jacobs gives two examples that seem particularly relevant to the conversation of animals in advertising. The first was an experiment with two-day-old babies who were shown two different videos. One video illustrated a figure of a walking hen made up of spotlights. The other video portrayed the same movement but randomly generated in (Kellert and Wilson, 186) . Biophilia is defined as "the innate tendency to focus on life and lifelike processes" (Kellert and Wilson, 331) . This theory asserts how humans separate inanimate objects from living objects. It also reinforces how animals have contributed to human survival as Jacobs's idea suggests. They claim animal presence, touch, and attention have contributed to the pattern of social dialogue that helps maintain human health (Kellert and Wilson, 187) . Throughout this book, Kellert and Wilson discuss evidence proving animals have become part of human's social society. They argue that due to animal's physical and emotional similarities to humans, their role in our lives has become culturally relevant, especially through explains how even when one is persuaded with an increasing level of reasoning, the affective influence never reaches zero. This means there is always an affective influence in persuasion, no matter how logical the argument may seem. Human emotion will always play a role in can be directly applied to long-established human-animal relationships. Not only does this relationship elicit an emotional response because of the history and subconscious understanding of one another, but it also elicits a cognitive, knowledge driven response. This is because once an emotional experience has occurred it is stored as a factual record of the past and becomes more knowledge driven even though it did not start out that way. For example, if the first experience someone had with a dog was being cuddled then it becomes a cognitive understanding for that person that they like dogs. The combination of affective and cognitive reactions, according to many in the field, and addressed by this article, leads to involvement. Involvement is also closely related to engagement, which will be further discussed next.
Development of Brand Engagement
In Media Engagement and Advertising Effectiveness Bobby J. Calder and Edward C. Malthouse review the discussion of engagement. They start out with what they consider experiences to bepart of a conscious feeling of an event leading somewhere. They can be profound, but most often they just stand out from the ones that are easily forgotten. At the very minimum, Calder and Malthouse claim what constitutes a form of engagement is any experience that stands out from Braunwart 11 an ordinary experience. Calder and Malthouse claim one can be engaged with something whether or not they like it, so it "makes sense" to separate hedonic experiences from the discussion of engagement. While it may be possible to engage with something you do not care for, taking hedonic experiences out of the discussion completely is deficient. Just as many students who attend college change their major multiple times, they do so because they feel that they are more interested and like something else better. They feel that they will be able to engage with the subject or field easier because of this. This same concept applies to liking or disliking an advertisement. If a consumer strongly dislikes an ad, it is probable they will have a harder time engaging with it. Yet, when hedonic experiences are completely cut out of the discussion, this theory has no chance at being proven or disproven. I would argue hedonic experiences have significance and must stay in the conversation when considering brand engagement. searching on YouTube to find the same video in multiple locations and consequently lead to one receiving 300 views and the other receiving 170,000 views. For the sake of this research, the first organically generated video after searching the commercial title in YouTube was selected. This often resulted in videos that carried the most views, likes, and comments. If this research were to be continued with more time and in depth, consideration of the fragmented viewing opportunities on YouTube would be required.
Methods
After recording data from the ten Super Bowl 2015 commercials, one was selected to discuss in detail exactly how live animals were used as a communications tool. The commercial details that
were previously recorded will be laid out. Then, how the animal(s) were used to create different associations, if any, will be discussed. Following this we will look at how these animals were used to create a deeper connection between the customer and brand. Finally, the success of the brand engagement based on utilizing these animals will be analyzed.
Results & Discussion
After Others, such as Doritos's When Pigs Fly featured a boy playing with his pig, eventually creating a contraption to make the pig fly. Then there were commercials such as Budweiser's Lost Dog spot that featured a rancher with his puppy and Clydesdale horses making his life complete with their friendship, which will be further discussed in the following section. These different relationship types were significant in relating to and eliciting emotional reactions from viewers, which led to all kinds of feedback online in the form of likes and comments. Some comments even lead to viewer interaction, developing relationships online through comments. These comment conversations consisted of viewers telling personal stories relating to the commercial 
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These comments display a disconnect in logical relevance for some viewers. While these comments are a form of brand engagement, it is hard to tell whether or not this disconnect is causing a negative perception of the brand or not. It is also difficult to tell if either type of response (positive or negative) to the commercial has any connection to purchase intention.
Conclusion & Recommendations
In conclusion, animals have deep rooted connections with humans on multiple levels. These connections are seen in how animals are used in advertising, how they evoke different levels of emotional and logical interaction with humans on a daily basis, as well as how they successfully develop brand engagement with consumers.
Due to resource and time constraints, this paper was only able to offer a small look into why animals are a successful communications tool in advertising and how they engage consumers.
Further in-depth research should be done with a larger sample size to get a better picture of consumer engagement patterns with commercials that feature live animals. In addition, future research should attempt to reveal if a relationship exists between negative comments and brand perception. This information may also lead to research in the future seeking whether or not a relationship exists between brand engagement and purchase intention. More specifically, research on if advertisements using animals increase measures of brand engagement, and whether or not those measures of engagement can be connected to purchase intent.
